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A NEW SOCIAL TOOLBOX EMERGES
The fact that social media is an important, if not imperative piece of most 
successful brand marketing campaigns shouldn’t surprise anyone. With 
more than 67% of all Americans keeping up with friends, family and the 
brands and personalities they love across social networking sites, it only 
makes sense that any brand would go where the action is. The trouble 
is, many marketers are still clinging to Facebook and Twitter while the 
marketplace pops with exciting new social platforms that can deliver 
higher-quality interactions with highly-targeted audiences. And as a result, 
they’re missing out on countless opportunities to connect and cut through 
the clutter—in real-time. 

Today, more than 200 million consumers use Instagram to post and follow 
real-time photo feeds. Snapchat, the social platform once known (and 
feared) as being a “sexting” service has made a serious comeback and 
is being embraced by brands and influential followers alike. And Vine, the 
six-second video vignette platform, is also seeing a surge as more than 
67 million subscribers have flocked to it, and brands are finding a home 
there, too. Indeed, the action isn’t just on Facebook and Twitter anymore. 
Instagram, Snapchat and Vine move social engagements into the fast lane 
with higher frequencies of posts, higher expectations of interesting content 
and a generally faster pace of real-time content and engagement. The 
possibilities for event marketers are practically limitless. 

So why is there a reluctance to these new platforms? Facebook and Twitter 
have saturated pop culture and as a result many marketers are finally getting 
comfortable creating a social strategy across the two platforms. This is good 
and bad, as it’s created a level of complacency across the event marketing 
industry. 

Let’s face it, brand marketers are just plain overwhelmed—tasked with 
managing branding, events, p.r. and social—and as a result, are not finding 
enough time in the day to leverage the full power social offers. And let’s 
be honest, not all senior-level brand marketers are “digitally native.” They 
may understand on a business level that keeping pace with social platforms 
has a business value, but if they don’t use it themselves or have it on their 
phones, it slips to the bottom of the priority pile.

We want to change that notion and show you how there’s a whole new 
social space that brands and event marketers can tap into to increase mass 
reach and maximize consumer influence.

In the following pages, we will give you a comprehensive breakdown of 
the newest power trio, Instagram, Snapchat and Vine, and will explain: how 
they work, who uses them, how to use them and how to avoid making a 
fool of yourself on each platform (unless you want to look foolish—read 

on to find out why that can be a hot strategy). We’ll give you some real-
world examples of how the event industry is using each platform, and we’ll 
give you some tips on how to leverage the same campaign uniquely across 
Facebook, Twitter, Instagram, Snapchat and Vine. And we’ll explain for those 
still wondering—what the heck a hashtag is and how is it used for events. 
In short, we’ll arm you with what you need to know to break out of the “old” 
social media rut, and break into the platforms that matter—to your current 
customers, to your future customers and to your brand. The next “big three” 
of social media is here—are you ready? Let’s get started. 

BECAUSE A PICTURE IS WORTH  
A THOUSAND WORDS
HOW TO LEVERAGE THE POWER OF INSTAGRAM
What It Is: Instagram is a free photo sharing app that enables users to snap 
a photo with their phone, apply professional filters and effects to the image 
(black and white, vintage polaroid, brightness, contrast and saturation are 
just a few of the tools), and then post the image along with a caption or a bit 
of copy and a hashtag (see page three for a quick crash course in “How to 
hashtag”). Instagram also lets you post short videos, too. 

WHAT YOU’LL LEARN:
• The New Social Toolbox: Why Facebook and Twitter  
 are No Longer Enough

• How Instagram, Vine and Snapchat Can Drive  
 Awareness and Reach

• How to Leverage the Visual Power of Instagram— 
 and What Mistakes to Avoid

• How to Create Hashtags Like a Pro, and Integrate  
 Them Across Your Activation 

• Why Consumers Can’t Resist Snapchat—and the  
 Smartest Ways to Use It

• How to Connect on Vine—Where Viral Videos (and  
 Their Makers) Rule



How It Works: Just like Facebook and Twitter, you set up a profile for 
yourself or your brand, and you post images to your profile. You can follow 
others’ photo streams much in the same way you do on Facebook and 
Twitter (many users are private and require you ask for their approval to 
follow their feeds), and allow others to follow yours.

Why It’s Perfect for Event Marketers: Instagram is a powerful tool for 
engaging consumers year-round, but it can be especially effective as a 
buzz builder for live events. It’s a photo-based platform, which means it’s 
the perfect place to post images of all of the visually stunning work being 
created at your events. It’s a great replacement for the now ubiquitous 
Twitter wall and tragically outdated looping video reel, and a killer way to 
showcase the content being created at your live event by attendees at the 
event who are following your hashtag or feed. Instagram is also a perfect 
platform for sweepstakes and promotions (one recent Track Marketing 
program had consumers posting snapshots for a shot at a real-world VIP 
experience), and an effective tool for identification and engagement with 
influencers across a wide variety of demographics.

TOP TIPS FOR USING IT: 
Use what you got. As creators of live experiences, you are in the enviable 
position to shoot limitless pre-, during- and post-event moments, from 
teaser images captured during ideation, to sneak peeks of artist sound 
checks the day before the show, to post-event thank you notes attached 
to an image of attendees at the show. Each moment in the event planning 
and execution process is prospective fuel for the Instagram feed—and an 
opportunity to convey the personality of your brand in compelling and cool  
images, not words. And speaking of words…     

Be brief. Your Instagram comment could be one word. Or just a couple of 
short lines. You’re not limited like you are with Twitter, but brevity, simplicity 
and being clever are all valued here. 

Match the format. Instagram images are square. Some photos, no matter 
how amazing they are, just won’t look good square or may lose the thing that 
made them special in the first place. This is a minor but important nuance.

Engage the advocates. Hashtags can not only help you market your 
event, they can help you find prospective brand fans. Track Marketing 
utilizes a social listening strategy to find people on Instagram (and across 
the other platforms) who may be enjoying their client’s brand, but may not 
be tagging the brand’s upcoming events or their photo feed. From an event 
standpoint, Track also engages with what it calls “social power users,” 
bloggers and heavy social users who talk and post more frequently about 
brands, and use them to build buzz around events. “If you get enough 
of these people together, you can build a groundswell,” says Alex Frias, 
President at Track Marketing Group. “By engaging with these consumers, 
you can organically empower them to become bigger advocates.”

MISTAKES TO AVOID:
Tailor the message. You wouldn’t have exactly the same creative for radio, 
TV and print, right? So why would you send exactly the same message 
across social media? “It’s trying to apply an old media world mentality of, 
this is the copy, this is the creative and we’re just applying it for outdoor, 
print and radio but for the most part it’s the same,” says Frias. “The strategy 
for social can be the same but the application in any network vertical has 
to be different.”

Skip the stock shot. Don’t use the bland, boring images populating your 
corporate site and brochures. And skip the staid product shots while you’re 
at it. Compelling photos rule on Instagram, so think of new angles people 
wouldn’t expect. Take a photo of the crowd from the stage. Snap a candid 
shot of the CEO drinking a beer with attendees. Post a funny shot of the 
production team sleeping backstage before the event.

Don’t forget the video. We’ll talk about Vine in a minute, but Instagram is 
also a great platform for short videos like post-event sizzle reels. Give that 
internal recap video more legs with a thank you post that showcases the 
event to attendees and non-attendees alike. “It gives you another reason to 
talk about the event, post event,” says Frias.

BECAUSE IT’S INTRIGUING, 
IMMEDIATE AND EXCLUSIVE
THE POWER OF SNAPCHAT
What It Is: Snapchat is a messaging app that enables users to send 
photos, videos or text messages (called “Snaps”) to a sender-approved list 
of followers. What makes it unique, and a wee bit scandalous, is that each 
Snap disappears after being viewed, usually in under 10 seconds, making 
it currently the only major social media platform where the content self-
destructs and doesn’t live on forever. 

How It Works: Much like the camera feature on your phone, Snapchat 
has a button that you can use to take photos, shoot videos and create text 
messages. You send a Snap, the recipient gets notified, and then once it’s 
viewed, it’s gone. The sender can track when the snaps are opened. 

Why It’s Perfect for Event Marketers: Although Snapchat was the early 
home to a lot of NSFW content, the platform is growing up and finding 
its place among brand marketers looking for a way to generate buzz and 
convey a sense of exclusivity. Because the recipient lists are controlled, the 



messages come directly from one user to another, so there is cache for 
brands and brand advocates alike who are on each other’s lists—unlike 
Facebook, Twitter and even Instagram, this is a one-on-one, individualized 
experience. And because the snaps evaporate into the ether after being 
viewed, they elicit a sense of urgency and immediacy when they arrive on 
your mobile phone. As a result, Snapchat is a perfect platform for exclusive 
event invitations and seeding buzz. “There’s something intriguing about 
getting an invitation that you know is going to disappear in 10 seconds,” 
says Frias. Snapchat is still new and relatively untapped, so brands that 
venture into it may also get points among its growing user base. “The 
newness of it increases the value of the message that comes across,” 
Frias adds. “And it breaks through our collective ADD.”

TOP TIPS FOR USING IT:
Focus on the content. As always, content is king, but perhaps more so 
on Snapchat where you only have 10 seconds to deliver something worthy 
of the sense of immediacy it promises. Some ideas: ask recipients to send 
a snap of themselves using your product and in return, snap them an 
instant coupon. Or offer a sneak peek at a prototype before it hits the 
market—and then ask for snaps of what they’d do different. Or make the 
build up to the reveal of your event a game or scavenger hunt and send 
snaps as clues.    

Be easy. Your Snap has to be easy to digest, easy to understand, and 
easy to respond to. Leave enough content crumbs that they can follow 
—that’s the power of Snapchat that differentiates it from other social 
media platforms. 

Use it as a tease. Snaps are great ways to create digital bespoke event 
invitations that generate word of mouth through the use of intrigue. A 
winning snap might feature the profile of an industrial event space with 
one detail on when the event will be. Or some video of exclusive behind-
the-scenes content. Good Snaps should make the recipient wonder what’s 
coming, and want to share it with friends. The mystery is all part of the 
fun—and the strategy.

Use it with other platforms. Snapchat plays well with Instagram and 
Twitter. So if you’re running a sweepstakes on Instagram, for example, use 
Snapchat to drive excitement around the prizing by sending teaser images 
of the prizes. Then reveal the complete package the next day on Twitter. 

Create a story. Snapchat has recently introduced Snapchat Stories which 
allows you to post a Story for 24 hours before it disappears. Allow your 
creative and strategic teams to leverage this new functionality to create a 
story that can live beyond 10 seconds yet still captures the essence and 
timeliness of ‘now.’

MISTAKES TO AVOID:
Being too corporate. Snapchat isn’t a space for corporate messages or 
videos. You’re going on-on-one with consumers here, so think about it as 
a conversation between friends where you’re excited to share elements of 
an upcoming campaign, but you have to keep some of it a secret.

Being too protective. Yes, you want to protect your brand image, but on 
Snapchat, it’s time to loosen the tie a little and post candid shots of your 
leadership or luminaries in action. Your top brass acting goofy once in 
awhile humanizes your brand and establishes trust. 

Missed opportunities. Do you have celebrity endorsements in your 
portfolio? Or some killer sponsorships with sports teams? Time to leverage 
the personalities you’ve bought into. You don’t even have to use their 
face—think about a 10-second event invitation that just features a few 
bars of a popular song being played by hands on a piano with a save the 
date message. Goose bumps, right?

HOW TO HASHTAG
A hashtag is a combination of words put together into one term (no 
spaces) with the hashtag (or pound) symbol as the prefix, like this: 
#howtohashtag. Social media followers use it to search for specific 
content. Brands use hashtags to drive consumers to follow their feeds 
and live event activations, whether they’re on-site or not (just refresh 
the feed and follow the action). The trick to effective hashtagging is 
creativity. While it might make sense in a traditional media world to 
create a hashtag for your brand’s annual event by naming it after 
the event’s name, across social media, clever, specific and funny 
hashtags add value and generate greater interest. So, think about 
unique ways you can draw out a theme or element from the event to 
create a witty or cool hashtag people will want to follow. 

CASE STUDY: #SHATTEREXPECTATIONS
To celebrate the release of Grand Marnier’s new ultra-premium 
flavored cognac, GM Titanium, Track Marketing established a social 
movement around the hashtag #ShatterExpectations. Utilizing the 
brand’s tagline/ethos “Expectations were meant to be shattered,” 
this hash tag created a social movement that provided influencers 
an organic call to action that they could take and use as their own. 

STRATEGIC APPROACH
#ShatterExpectations allowed social power users that Track identified 
the ability to share their experience with the brand’s GM Titanium 
programming and event activations and simultaneously gave the 
brand a social content anchor for its own social media channels.

#ShatterExpectations became the brand thematic across all event 
activations and featured through the line on all activation elements 
and creative assets. 

SOCIAL BOOKMARK
#ShatterExpectations become THE social anchor that was leveraged 
across the social stratosphere by brand, influencers, and consumers 
alike. Here’s How:
• The unwrapping and unveiling of the unique GM Titanium  
 product seeding and gifting mechanism was captured  
 on photo and video and shared via the identified  
 influencers’ Instagram and Vine profiles
• VIP event invitations to regional market launch events  
 were seeded out to local tastemakers using Instagram  
 and Snapchat
• Post-event brand imagery and event happenings were  
 shared on Instagram as well as Facebook and Twitter



BECAUSE IT’S THE HOME OF VIRAL 
VIDEOS WAITING TO ‘HAPPEN’
THE POWER OF VINE
What It Is: Vine is a video sharing app that enables users to post and share 
short videos that run on a loop in the user’s feed. The videos, called “vines,” 
are six seconds or less. Vines run over and over again on a loop until the 
user scrolls down to view the next Vine.

How It Works: Much like Snapchat, Vine’s 
app has a user interface that’s easy to use. 
Just hold the record button on your mobile 
phone’s touchscreen, and you’re recording. 
You are only recording if you’re touching 
the screen, so Vine can be used to do quick 
edited segments on the fly or create cool stop 
motion effects. Vine is owned by Twitter and 
can be shared to Facebook, so it integrates 
nicely with other platforms, meaning it can 
be viewed in a Twitter feed without having to 
leave the app. Hashtags are also used on Vine.

Why It’s Perfect for Event Marketers: 
Event marketers once again have the upper 
hand over other marketing mediums on Vine. 
The video medium offers nearly unlimited 
opportunities to capturing pre-, during and 
post-event content and create sizzle reels 
that extend the life of the event. However, 
Vine is unique in that its followers value 
originality, humor and “wow” moments more 
than they might on other platforms. So rather 
than a quick snippet of your keynote, think, a 
funny six seconds capturing your production 
crew doing the Harlem Shake. Or, your 
brand’s leadership sharing a spontaneous, 
funny anecdote. Or, a sponsored athlete performing an amazing trick at 
your festival activation. Vine is viral by nature, so great Vines make the 
rounds quickly. And Vine’s super users and superstars can make for 
excellent buzz-building partners. 

TOP TIPS FOR USING IT:
Make friends with the personalities. Talent is important on Vine, where 
originality and creativity rule (seriously, check out some of the top Vines—
these folks could give Steven Spielberg a run for his money). For the work it 
does with brands, Track identifies a cross section of influential Vine users who 
also may have an affinity for the brand, and taps them to help get word out in 
an organic way. “It’s almost like a seeding a blogger or influencer program but 
it takes it to the next level by using content and videos,” says Frias. “That’s the 
power of Vine—the platform’s power users might be big fans of your product 

or brand or already working to integrate what you’re trying to communicate 
into their clips.” All you have to do is tap into the magic.

Make it funny. Comedy plays well here. That backstage goof before the 
big event can turn into a funny “have you seen this?” moment consumers 
will want to share. As an added bonus, showing your lighter side and 
having a sense of humor about your (minor) fails as well as your successes 
humanizes your brand. 

Post the “wow” moments. Do you sponsor 
an athlete with a few amazing tricks up their 
sleeves? A six-second video of the impossible 
jump shot can be super viral. Do you have a 
time lapse of your event build that completely 
transformed the space? Post it. People look to 
Vine to be wowed, impressed and compelled to 
have to share the amazing thing they just saw 
with their friends.

Loop Counts Matter. Vine has just introduced a 
“loop count” metric that allows marketers and 
users to know how often people are watching 
the six-second Vine videos. Prior to the metric’s 
availability, users had to focus on likes, 
comments and revines (same as a retweet) to 
measure the impact of their social clips. Loops 
have now replaced revines on the platform 
allowing you to show the virality of your video 
content when compared to the standard 
understood social media metrics of comments 
and likes.

MISTAKES TO AVOID:
Trying to be someone you’re not.  
If you’re a purveyor of cocktails, a Vine about 
home décor will come across as left field. If 
you’re a brand not known for its quirky tone, 
“stick to your brand voice,” says Frias. “If 
you’re fun and irreverent, let that come across 

on Vine. But don’t try to become something you’re not [i.e. one voice across 
all other media and then another on Vine]. Stay true to who you are.”

Being boring. Easier said than done in a corporate context, we know. But 
Vine is the place to really let your brand’s freak flag fly, so have fun and 
think about how to you can transform simple messages into something 
memorable and viral. For instance: if you’re headed to SXSW and want 
to build some buzz before your activation with a list of five must-have 
travel items for the festival, why not send a six-second vignette featuring 
snapshots of all the things consumers will need. It will get a heck of a 
lot more attention than a bulleted text list. And if you can find the funny 
(maybe a discount coupon for skinny jeans and a pair of Ray-Bans), all 
the better.  

Track Marketing Group is an award winning integrated brand experience 
agency that connects brands and consumers. Track Marketing provides 
solutions that blend live event experiences and social conversations to 
create cultural movements with today’s total market consumer. 

Headquartered in the heart of New York City, Track Marketing has garnered 
unparalleled results on local, national and global levels. As a 100% minority- 
and female-owned company, Track Marketing is boutique and nimble with 
‘large agency’ corporate practices and discipline. 

Track Marketing’s core specialties include consumer strategy and activation 
platform development, sponsorship execution, experiential activation, event 

and concert production, influencer programming, promotional sweepstakes 
fulfillment, music and entertainment marketing, and social strategy and 
community management.

Track Marketing’s clients include PepsiCo, Beats Music, The House of Marnier 
Lapostolle, Brownie Brittle, Kobrand Corporation, Billboard Magazine, HGTV, 
Pasta Chips, Tamara Mellon, and Latinworks.

For more information on how Track Marketing can help you socialize your 
brand programming and event activations, contact Alex Frias at alex@
trackmarketing.net. 
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